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SECRETS OF

database

marketing

A proprietary prospecting database can
be a very sophisticated tool that helps
you fine-tune each campaign. This
database can track each communication
in fine detail, so you can get a holistic
view of your mailing universe for
making informed, strategic marketing
decisions.

For example, your database will let you
know, at any point:

= Who has been solicited, by name
= Who has responded, by name

= Which solicitation was responded to
(package, offer and method
of response)

= Which list(s) those names were
found on

You can then use this data for
sophisticated segmentation. The data
can tell you what types of niches can
be identified and how they can be
carved up most effectively. You can
see which segments perform best,
then market to them more frequently.
You may not want to eliminate
poor-performing groups — but

you can certainly talk to them less
frequently and save costs. You can
also use interesting contact rotations
within households or companies. If
you have more than one name within
a household — and don't know which
is the more likely target — you can
alternate which person receives

your mailing.

Of course, if you can keep accurate
track of which package was sent to
whom, you can alternate among several
controls and test packages, so that

all of them continue to look fresh to
your recipients.

A prospecting database has many

more advantages — and is another
technology tool savvy direct marketers
use to make the most of their resources.
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What marketers are thinking
— and doing — right now

@ ‘ In July 2007, High Performance
Direct surveyed direct marketers
— including our readers — about
their approach to integration on two
broad fronts. First, we asked about the
integration of marketing functions —
direct marketing and brand marketing,
direct marketing and sales, direct mail
and online marketing. The second part
of the survey was about the integration
of media. To round it out, we also asked
a few questions about the adoption of
new media.

Chart 1

[ 22.3% — Not at all integrated

[ 23.7% — Shares some team
members

@ 22.0% — Shares leadership,
but not integrated

@ 28.8% — Completely integrated
O 3.4% — N/A

Best practices in integration

Better than one of every four companies
surveyed completely integrates direct with
brand marketing (see Chart 1). Another
22% share leadership, without being fully
integrated. We believe this is a positive
result of the attention — beginning

just within the last 10 years — on
accountability in brand advertising. It also
may be influenced by the better results
direct marketers see when they build on
the brand. This is a natural synergy that
we believe will continue to grow.

Even more companies — 32% —
completely integrate mail with online
efforts. Again, this makes sense.
While online marketing costs less per
impression, the reach is still small
compared to offline media. There’s a
limit to how many people will be pulled
to your Web site via search engine
marketing. You can drive far more

of them there using offline media by
reaching all the people who aren’t
looking for you.

Where marketers are
spending money

It’s not surprising that the vast majority

of marketers we surveyed are using direct
mail as an acquisition tool. Customer
retention mail also gets a healthy 14%

of marketers’ budgets, on average. Trade
shows are taking about 10% of marketing
budgets and are used by 59% of the group
we surveyed.

Online options are in the middle of the
pack — both in the number of marketers
using digital media and in the budgets
they’re committing to the Internet.

Getting the least amount of budget is
television (both spot TV and DRTV),
FSIs and other alternative media.

Commitment to new media

The technology that marketers are most
committed to is CRM or sales force
automation (see Chart 3 on page 8). Well
over half our surveyed companies use it
now — and another 10% plan to jump in
within six months.

A healthy percentage already use
campaign-specific microsites and landing
page optimization — 42% and 49%,
respectively. Within six months, these
ideas will be implemented by more than
half the marketers we surveyed. This
indicates that marketers know what best
practices are in the online world and are
ready to work on addressing them.

The technology that’s least likely to
be on marketers’ to-do lists is mobile
marketing.

Chart 2
[ 37.29% — Not at all integrated

[ 15.25% — Shares some team
members

[ 23.73% — Shares leadership,
but not integrated

[ 20.34% — Completely integrated
O 3.39% — N/A

Integrated teams

The surprising news is that 37% of
companies surveyed still have absolutely
no integration — not leadership and

not team members — between direct
marketing and sales (see Chart 2). This

Continued on page 8. ..



Consider this . ..

Raking leaves . . . holiday planning

. . . last-minute marketing

v/ Button up for the
first quarter

New budgets mean new
opportunities. Now is the time

to gather ideas and allocate
spending. Try something in a
medium you haven’t explored yet.

v In the season of
giving, be ready
to get

If you’re a nonprofit, be prepared
for your biggest season. Don’t
forget to line up plenty of people
to answer phones and respond

to inquiries.

v’ Great years don't
happen by accident

Think big. Map out a campaign
for next year that integrates all

Put careful thought into who
should be executing your
integrated campaign.

v’ Look ahead by

looking back

Plan for a happier new year.
Review your first-quarter results
from this year. What can you do
now to boost results in 20087

v Repetition is good

In this day and age when
everyone’s bombarded with
marketing, you have to keep
your message in front of your
target all the time. So when you’re
planning your next campaign be
sure to build in ways to repeat
your key messages. Tell your
prospects that “You will get this
when you do that.” And then tell
them again.

Dyl LO1

Make it fast
with bullets . . .

Almost nothing puts
potential customers

off faster than a
massive chunk of copy.
Remember, they are
scanning, not reading.
You only have a few
precious seconds to
communicate the
essential benefits of
your product or service.
Bullets make copy more
effective. They:

= Keep it light and
spacious.

= Spotlight all the

your marketing efforts,
including general advertising,
marketing and online resources.

big features and
benefits, so your
reader gets the most
info in the shortest
amount of time.

Use the right lever .
to get under their skin

@ ‘ Whether you're selling the dream of a second home, dish soap or
anything in between; unless you understand what's happening in your
target's mind and make your messaging relevant to it, you'll never get anywhere.
You only have a few seconds of your target's attention before your message is
trashed or deleted. Make sure your initial message — envelope headline, email

subject line, DRTV opener, banner ad, whatever — is instantly relevant to the
audience's concern. If you're not getting your persuasive lever in right from the
beginning, you'll lose them before you get a chance to sell.

Increase response rates.

= Hit targets better.
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What marketers are thinking
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It looks like few survey responders
are thinking about mobile marketing. N
However, this could change drastically RO «
within the next six to 12 months as o &© Q,;,\%“ & \«\"‘s\\e\

consumers become more comfortable
browsing the Internet on their phones and
PDAs. Once the numbers reach critical
mass, marketers will follow. And this
may even be a smart move for business-
to-business marketers to consider.

It seems significant that more than 20%
of responders put themselves in the
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“don’t know” category for several of
our database questions. With so much
information at our fingertips to help us
fine-tune our programs, it seems that
marketers should start the consideration
process and either jump in or firmly

decide the time isn’t right.

Now is the time to start testing what
will work best for you using all the
measurable media available. A

Finding an elusive target
Continued from page 3. ..

Flexcar could easily find people who

fell in their target demographic within a
small radius of their Flexcars by using
special software that puts addresses at the
intersection of latitude and longitude.

And they set up a Power7est® matrix that
would test a variety of lists and offers in a
self-mailer package format.

But Flexcar had another challenge that
wasn’t as straightforward to solve. What
about people who work near a Flexcar,
but don’t necessarily live near one? If you
commute by bus or train (or ride-share),
you won’t have a car on those days when
you happen to need one. A Flexcar could
be the perfect solution for you.

Flexcar could try to rent business-
to-business lists for everyone who works
in their target geography. But business
responder lists aren’t built by geography,
they’re built by industry vertical or
occupational title. Flexcar might come
away with only a handful of names from
each list — or miss an important group
merely by focusing on just a few lists.

HIGH PERFORMANCE DIRECT

Faced with this unusual problem, Flexcar
took an innovative approach. If Flexcar
could leverage the relationship HR

One mailing with multiple
reply cards — everyone wins!

managers (or office managers) have with
employees, they could make one direct
mail package speak to a whole company.

Many city governments give incentives to
businesses that motivate their employees
to use public transportation instead of
driving alone. If HR managers could make
commuting by bus or train more attractive
to employees, they would be fulfilling this

aspect of their jobs.

So Flexcar added a new section to their
PowerTest matrix. They mailed to HR
executives and office managers in a tightly
targeted geographical area around their
cars. The direct mail package explained
what Flexcar was about and how the
company could give employees a special
perk with free Flexcar membership to all
employees. If employees signed up by the
deadline, the initial membership fee would
be waived. Flexcar also gave the HR
manager an extra benefit. If anyone from
the company signed up for Flexcar, the
HR manager would get a free coffee card.

Because the employee package reached
multiple people with one mailing, the
results were compelling. Flexcar mailed
an equal number of residential packages
with the same offer, but the employee
package got 82% more sign-ups.

It takes an innovative company to test big
ideas in a big way — including two very
different selling strategies. That’s why
you’ll be seeing more Flexcars on the road
in the future. A





